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Abstract

Casper, Andrew M. A Study of Public Relations Practice
in the Tobacco Indostry: Misuse and
Social Responsibility
Thesis Advisor: Dr. Donald Bagin
Publi¢ Relations, 1996

The study’s major purpose was to improve the guality and repurarion of public
relations practice in private indusmy. The study examined nesdad improvemenrs in public
relations by focusing on the ineffectual and negative pracrices of the robacco indusiry,
Alz0, the study reviewed public and media perceptions of tobacco companies.

The research involved telephone inquiries, information from not for-profit
organdzations, and a review of 108 publications using the headings, “Public Relations™ and
“Tabaceo Industry.”

Other research inchnded an opinion survey administered to 100 undergraduate
students at Rowan College of New Jersey.

Survey results found that a majority of smdenrs, smolcers, and nonsmokers
believed that public relations practice in the tobacca industry was “Unfavorable.”

Conchisions idicated that unethical public relstions practice in the tobacco
indusiry reflected on the reputation of the company and the public relarions pragritionss,
Orher conclyslons determined that public relations in the industry countered the standards
adopted by the Public Relations Socicty of America.

Recommendations for pablic relations practitioners were o promote opermess

througheut the tobacco industry, eliminate robaceo advertisements appealing (0 teenagers,

consider alternative uses for tobacco, and compenaation 10 conmumers hirmed by tobacco.



Mint Abstract

Casper, Andrew M. A Study of Public Relations Practice
in rhe Tobaceo Industry: Misuse and
Social Responsibility
Thesis Advisor: Dr. Donakd Bagin
Public: Relations, 1996
A hterature teview and studenr survey examined public relations misuse n the
tebacco industry and needed improvements among practitioness.
Conclusions identified unethical public relarions ag reflacring rhe reputation of the
organization and the practitioner.

Promoting indusiry openness and eEminating advertisements appealing to

teenagers were included among the recommendarions.
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CHAPTER I

INTRODUCTION

The purpose of this thesis is to improve the qualiry and repuararion of poblic
redations in private indusiry. If the art of public relations is to thrive into the rwenry-firsr
¢entury, then it must be examined in terms of its negatives as well as its positives.

Such negatives are exemplified in the tobacco industry’s campaign of
misinfarmarion and manipulation o consumers, public officials, the media, and the health
and scienrific commmnniry,

Therefore, the tobaceo industry's misuse of public relations and how this has

influenced public trust and social responsibility will be focal points of this study.

Need for Study
The aurhor’s study ¢xamines public relations misuse by delneating an idea referrad
to as “the double botrom fine.” This idea was conceived by Pat Jackson, publisher of
public relations reparter.
Jackson refers to the “first bottom line™ as an organization’s pleasing its publics
hefore doing buginess, while the “second bottom line™ refers to the traditional philosophy

of corporate success hased on profirs. He believes that when companiss act in the public

interest, they simultaneously act in their own interest.!

! Anthony J. Fulginiti, ed., Power-Packed PR: Ideas Thar Work, communication
briefings (Blackwood, NI: Communication Publications and Resonrces, 19883) 4.



(1%

Accordingly, an fmportant standard was established in 1954 by the Public
Relations Society of American (PRSA) with regpect (0 individual and corporate practice.
This is known as the “Code of Professional Standards.”

PRSA’s philosophy is represented in the practice of “self regulation™ or “self-
discipling” wirhin rhe organzation. Here are several motives behind self-regulation:

{a) improve the pablic relarions of a company o Industry;

(M avert increased government controls;

(c) improve the internal conditions within an mdusrry;

(d) serve the public interast more effectively;

= increase individual or industry wide self respect.”

For more than [orty years, tobacco companies such as RY Reynalds, Philip Morris,
angt rhe Arnerican Tobacco Company have been scrutinized and condemned by public
interegr groups and health organizations as well as the medical and scientific commurnity.

Consequently, governmem agsncies intervened and required 1obaceo companies 1o label

the potential health bazards on cigarstte packages.

In 1952, scientific evidences began linking cizaretics to lung cancer and other
respiratory illnesses. Subsequently, robacco companics wers conftomed by such issucs as
tire safety in residential communities due to coreless smolers, environmentat risics of
passive smoke o nonsmoekers, chewing tobacco’s association with oral cancer, and recent

fimdings hnking addiction 1o cigaretts ingredicnts.

2 Morton J. Simon, Public Refations Faw (New Yotk: Appleton-Century-Crofts,
1969, 672.
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Tobacco public relations pracitioners responded to anti-industry reports with their
own cempaigng. Te 1994, the Philip Morris Company supported “Proposition 188, a
California halint miiative designed wo repeal 200 siricter laws and replace them with a
single statewide measure. Philip Morris funded the ballot initiative by coniribuiing more
than $5 million to an organization called Californinns for Starewide Smoking Restrictions.

In response to “Proposition 188,” Paul Knepprath, an officizl with the American
Lung Agzoctation, says, “Cloaking its intentions in anti-tobacco thetoric is a very shrewd
move, bt deceptive and misleading ™

As noted by rhe former president of the American Telephone and Telegraph
Company (AT&T), Theodore N. Vail, “The only policy 1o gavar publizity is that
whatever is said or told should be absolurely correcr, and rhar ng marerial facr, gven if
unfavorable but bearing upoen the subject, should be held back . . . . Antempted

congealment of material facts cannat but be harmfil in the end.™

History
Public relations misuse in the tobacco industry evolved &4 £ ool of ignorance
during the early 20th century, rather than 4 1oo] for deception. Public relations and
tobacco easily shared a symbiotiz relarionship. Thers wag lirflz, if any, poublic knowledge ar

rhig time, documenting cigareiie health concerns, particularly from the medical and

3 Eben Shapirg, “Campalgn 10 Weaken Smoking Laws Stirs Furnes in Californiz,”
The Wall Swreer Journal, Ocrober 24, 1994, B12 (E), ¢ol. 4.

* Simon, Public Relatous Law, 670,



scienrific commumity,

Tobacco companies soughr the services of public relations psychological marketing
to atiract women and children. They enlisted the supporr of Edward Bernays and lis
¢colleapues Ivy Lee and John IHill to pursne their objectives. All three pipneered rechniques
designed 1o benelit tobacco companies and are employed in today’s vast public relations
mearket.”

Edward Bernays, known as the “father of PR, was the primary figurehead in
laying the foundarions of contemporary public relations. Much of Bernays' approach was
applied psychology derived from hig nephew, Sigmund Freud.

Bernays initiated his first major public relations campalgn with help from snother
psychoanalyst, A.A. Brills, and he recommended selling cigarettes 1o women as a symbot
of Bheration, Bernays procecded to “hire beautiful fashion models to march in New York’s
prominent Easter parade, each waving a lit cigarctie and wearing a banner proclaiming it a
‘torch of liberty.”” Bernays made sure thar publiciry phoras of hiz smoking models

appeared worldwide. This earned public relations widespread credibiliry,”®

* John C. Stauber, “Smoke and Mirrors: IHow Toebacco and PR Grew Up
Together,” PR Warch, Newsletter 1, po. 4 (3rd Quarter 1994): 6.

€ Thid.
7 Ibid., 7.



years. Tobacco executives, responding to 2 declinie in sales and battling public rejection
and government action, formed a Washington I.C.-based Inbbying and public refations
firm in 1958, known as the Tobacco Institute, supported by 11 cigarette compamies.

In 1964, “Surgeon General Lurher Terry confirmed what doctors and scientists
had known for vears: smoking was a primary cause of ing cancer and was strongly linked
to cmphysemsz and hear disease.”™

The Surgeon General’s report initiated the first direct warning to smokers
inscribed on the side panels of cigaretre packs: “Smoking may be hazardous to your
health.”

Several years later, the assault on tobacco escalated with a ban on cigarette TV
advertising.

Despiie efforts by government agencies and public health groups ro control
¢igarettc promotions, tebacco companies were unrelenting in their etremprs o gain puhlic
support from women, teens, and minority groups.

For example, Philip Motrls onveiled its public relations campaign on behalf of
Virginia 5lims. This product became a successful and primary sponsor of women'’s
proiessional tennis in 1970, The Virginia Slims campaign has its roots in Bernays’
sublirminal message conveying a women'’s freedom to smoke and coining the slogan,
“you've come 4 long way, baby.”

Morris® campaign was effective prior 1o the TV advertising ban on cigarettes,

® C. Kevin Swisher and Stephen D. Reese, “The Smoking and Health Issue n
Newspapers: Influence of Regional Bcoromies, The Tobacco Institute and News
Ohbjectivity,” Journalism Quarrerly, 69, no. 4 (Winter 1992): 987,



uging civil rights to stir public emotions and attract consumers. They linked the women’s
suilrage movement of the early 20th century with the 1960s women'’s liberation
moverent.

For example, anthentic looking footage, with music and narration, displayed
wormen picketing during the suffrage era. Other scenes characrenzed rhe exclngtve
privilege of men and their smoking habits, while women were castigated for covertly
participating in male~domingted activitics.,

The Virginia Skms Tenniz Championship vielded Listle controversy watdl the lae
1980s, when a Berkeley, California, public interest gronp called Non-Smokers® Righrs
became involved in the annual event. They referred to Virginia Skms tenmis as “The moss
paradoxical marriage in sporis, mixing voung healthy athletes with cigarettes.™

Philip Morris® Iinancial contribnton to women's tennis has been so ingrained for
the past rwenty vears that players like Gabriclla Sabatini are saying, “T don't think of
cigarettes when I think of Virginia Slims; rarher, 1 associare Virginia SHmg with fenmg,™

In addition, tobacco companies have sought alliances with tacial and ethnic
minosity groups Dy underwriting large culiural events, such as the Iarlem Week festival in
New York. Other examples include “grving the Congress of Racial Equaliry agsisrance o
stage its Martin Luther King birthday celebration in New York; Philip Morris was only too

happy 10 help foot the Bill. RJ Reviiolds and Philip Morris each gave more than 5200,000

" Steven Cohen, “Smoke Screen,” Women's Sports and Firness, 13, no, 4 (May-
June 1991): 54,

1 Thid,, 35.
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to the United Negro College Fund last year and an additional $350,000 in 1987 1o Biack,

Hispanic, and Women’s Congressional Caucuses.”

During African-American History month celebrations, cigarette companies target
revenue-dependent, Black-owned radio starions and newspapers in sponsoring various
CVEILLS.

As a result, “major African- American magazines, including Jer, Black Enrerprise,
and Modern Black Man, and Dollars and Sense, have not published a single article
alerting African- Americans to the risks of smoking.”?

Yet, statistics compiled by the National Cancer Institute estimate, “Blacks develop
esophageal cancer linked to cigarettes at a rate ten times higher than Whites.™

Despite anti-smoking advocates, tobacco execut_ives have ignored issues of social
responsibility and are unrelenting in their public relations operations. Tobacco sxecutives
have diverted attention from public healrh, instead, they have been promoting First
Amendment rights of free speech by contributing Political Action Committee (PAC)
woney to Congressional elections, and funding special interest groups.

Consequently, each effective tobacco campaign triggers an equally effective

counter response charging exploitation of public health and safety.

" Mark Miller, “A New Tobacco Alliance,” Newsweek, February 13, 1989, 20.

12 Courtland Milloy, “Selling of Black History,” The Washington Post, Jannary 20,
1991, C3.

B Thid.



Limitations

It wag the author’s imtent to diversify the sindy bv including tobacco industry
spokespersons, as well as narional public relations and marketing firms, in response to the
thesis subject matter. However, consultation with academicians in the graduare public
relations department at Rowan College of New Jersey determined that the sensitive nature
of the subject and questions posed In the opinion survey would discourage sufficient or
adequate response Fom those sources.

Therefore, the study was confined to examining public and media perceptions and
attitudes of tobacco companies and advertising in conjunction wirk pmblic relarions

pracrice.

Procedures

A tharough database search from the Rowan College Library in Glasshoro, NI,
and the Philadelphia, PA, Public Library system uncovered 24 current pericdicals,
newspaper and journal arficles delingating tobacco advertising and public relations
practice, inclnding public response to industry acrivities.

In addition, two relevant books were included among the Library sources
menvoned.

The anthor sought other source material from not-for-profl: organizations
concerned with tobacco marksting, advertiging, and health matters, Telephone inguiries

werg conducted and resulted in information relevant to the thesis topic from the American
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Lung Association, cormmunication briefings, Public Relations Watch, and a national and-
smoking advocacy group, Citizens for a SmokeFree America, In addition, the director of
Citizens for a SmokeFree America agreed to a brief telephone interview.

Finally, a public opinion survey was administered to 100 undergraduate students at
Rowan College to determing thelr views on public relations practice.

All the information gathered assisted the author in inrerpreting canse-effect
relationships among public relations practitioners in the tobacco indusry, while suggesting

measures to correct public relations activities.
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CHAPTER I

RELEVANT LITERATURE

The author reviewed 108 books, newspapers, journals, and periodicals pertinent to
public relationg pracuice and the wbacco industry.

The research began wirh a computer database search at the Northeast Regional
Public Library in Philadelphia, PA.

Sixty titles were Lsted using the library’s InfoTrac general and husiness periodical
index sysrem. However, only 19 periodical, journal, and newspaper articles available from
the microflm and microfiche machines and the ProQuest computer data system. were
relevant to the thesis topic.

The second search was administered through Savirz Library ar Rowan Clollege in
Glasghore, NJ, College librarian Cynthia Mullen assisted by conducting 2 dissertation
ahstract search; it provided no relevant information,

This was followad by a Scisearch database, listing 48 titles vielding five jowmal and
parindical cikations.

In addition, two relevant books were included among the Dbrary sources
mentioned. A 1969 publicarion titlad, Public Relotlons Law, by Morton J. Simon, was
listed in the Savitz Library card catalog i was availahle fiom rhe Gloneegrar Covnty
Callege Library in Sewell, KJ thmough an inter-Hbrary loan. The second publication,
Ejﬁ‘ecr.ius-f’ublic Relaiions, by Scott M. Cutlip, Allen H. Center, and Glen M. Broom, was

2 1994 text availahle from rhe anrhor’s pargona! Thrary,
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Other sources were obtained through telephone inquiries, including fact sheet and
brochure information from not-for-profit and public nterest health organizations such as
Public Relarions Warch and the American Lung Association.

Public Relations Watch, which distributes a guarterly newsletter, provided rwo
relevant articles on the tobacco industry appearing in the 3rd Quarter 1994 edition.

The Amecican Lung Association provided iwo sources: a 1991 booklet titled,
Should Tobacco Advertising and Fromoiion Be Banned?, and a 1990 Federal Trade
Cormnission Report 10 Congress titled, “Pursuant to the Federal Cigarette Labeling and
Advertising Act.”

Alse, a 1988 publication was received form the editors of convnunication
briefings, Powers Packed PR: Ideas Thar Work, designed to Tmprove the performance of
public relations practitioners through communicarion and soctal responsibilicy.

Finally, assistance from graduate adviser Dr. Donald Bagin and the cormmunicanion
briefings organization led to a telephone interview on November 22, 1994, with the
director of the not-for-profit organization, Citizens for a Smuke:Fr-Sa America,
headquartered in Beverly Hills, CA. The organization’s director, Patrick Reynolds,
provided a telephone interview, conducted from the author’s homs in Maple Shade, NI

Most of the sources mentioned were timely, representing the mid-1980s through
1995.

Major points were reviewed and summarized from the relevant literature, with

specific references included in this Chapter. This review is organized by subject heading.
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Tobacco and Public Relations Practice: History

Richard W. Pollzy, in “Propaganda, Puffing and the Public Tuerest,” Public
Relarions Review, emphasized that public relations was instrumental In promoting
cigarette smokdng among women. Ultimately, this led to heavy advertising expenditures
dyring the 19308 and 40s. According to Pollay, what contrasted that era’s advertising and
promotions with present day standards was the persigrent emphasiz on promaorional heakhth
themes. For example, the makers of Camel cigarertes pushed the following slogan, “They
Don’t Get Your Wind,” while Old Gold promised, “Not a Cough in a Carload.” The Philip
Morris Company referred to unnamed “eminent m@d.icai authorities” for their “less
irritating” claim for an addiciive described in bold red headlines as “an cunce of
prevention.” American Tobacco Company’s brand name, Chesterfields, was advertised as
the cigarette that “will not harm the nose and throat” because they were “nmach milder.™

Pollay pointed to a medical convention in which one cigarette company advertised
their product 10 physicians claiming that “more doctors smoke Camels than nay other
eigarerie” without digelosing spocific data. He goes on to say, “Unbeknownst to the
people who tead the ads based on these claims was the fact that the imerviewers had
placed in the doctors’ hotel rooms on their arrival, cartons of Camel cigarettes.™

Poliay noted that a 1952 Reader's Digest article titled “Cancer by the Carton” was

published without any advertising revenue at risk ard penerated public fear of cancer.

! Richard W. Pollay, “Propaganda, Puffing, and the Public Interest,” Public
Relarions Review 16, no. 4 (Fall 1990): 42,

% Tbid.
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Medical studies linking cigareties 1o cancer were being reported in the popular poess,
inchiding such magazines as Giood Housekeeping and The New Yorker. Larer, these
publications voluntarily refused to print cigarette adverrisements.?

The medical community’s study of robacco and cancer lead to a 1954 response by
the tobacco industry. Pollay reported that the industry put together, “A Scientific
Perspective,” consisting of a compendium of quotations from 36 “distinguished cancer
authorities.” The 18 pages of excerpts guarreled with both “the alleged siatistical
associarion” and lab srydies where mice palnted with cigarente vars developed cancers.”

Pollay describad these scienrific smdiss as handsomely isid nut, with bold iralic
marginal headlines featuring key phrases, such as “Wone of Evidence Conchisive,”
“Questions Role of Cigarette,” “TInwarranted Conclusion,” and “Tobacco Relatively
Unimportant.™

By the late 1960s, Pollay’s research finds the tobacco industry planting stories for
mass digrriburion. The Federal Trade Commisgion inrervenad in 1908 by exposing the
Tobacco Institute’s (Jobbying organization for the tobacco indusiry) mvolvement of
placing stories in True and The National Enguirer publications. The front page headlines
read, “Cigarctte Cancer is Bunk.” The nominal use of aqthors in these stories was actually
arrribured 1o an individual who was paid and supplied marterial through the Tobacco

Institute. Hundreds of thousands of reprints were dismibuted to physicians, educators,

* Ihid.
* Thid, 47.
* Thid.
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researchers, and public officials with an “editor’s message” attachment rather than
digelosing the orgarization’s identity. Pallay refers to the Federad Trade Comunission’s
regpome, “These are not the acts of an industry cither confident of it facts nor soficitons
of its reputation.”™

Ina 1990 Federal Trade Corumission Report to congress on cigaretie Iabeling and
advertising, a consent order settled all charges against RJ Reynolds Tobacca Company for
allegedly making false and misleading advertising claims regarding the health effects of
smoking. According to the report, RT Reynolds claimed in paid-for advertising that a study
funded by the National Institutes of Health verified that smoking was not a8 barnmful a3
commonly believed.”

The Federal Trade Cormmission teport ordersd Reynolds ta cease fram
misrepresenting, “in any manner, directly or by implicating in any discussion of cigarette
smoking and chronic or acute health effects, the results, design, prrpase, or content of any
scientific test or siudy explicitly referring to or concerning any associaton between
gigarerte smoking and chronic or acute health effects,”™

Tabacco Insiders
Family P 3

In an inrerview with this ressarcher, Patrick Reynnlds, director of the nor-for-

® Ibid., 50.

K Congress, Senaie, 1890 Report of the Federal Trade Commission: Pursuani o
the Federg! Cigarette Labeling and Adverfising Act. 1992, 4-5, =Reccived from the
Ameriean Lang Assaciation of Sontheastern, PA., West Chesrer Office.

5 Thid.
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proft Citizens for a SmolkeFree America and heir to RT Reynolds Tobacco Company,

described his life’s commitment to fighting the tobacco industry, partly because of family
deaths from smoking and for his concern for teenage smoking. He pointed to his father, RT
Reynolds, Ir., whoe died from emphysema, when Patrick was 16, while he mourmned the
racent death of his half~brother, Joshua, from the same illness in June 1994.°

Reynolds says, “I'm bartling rthe tobacco forces with positive public ralations , |, . in
the public interest.” Parther, his devorion ro the anp-gmoking cauge is supporred by hig
voluntary divestiture of $2.5 miilion worrh of 1obacen stock inherited from his
grandmother, while half of his inheritance is spent on the anti-smoking crusade.™®

In response to the tobacco industry’s constitutional right to advertise, Reynolds
reples, “While tobacco companies claim their right to advertise is protected under the

Freedom of Speech Amendment, I beliove that cigaretie advertising 13 the biggest abuse of

freadom of speech ever.™!

nagem iv
Jonathan Gregson in Management Today, “The Good, the Bad, and the Ugly,”

stregged that most mramagsrs amploved by what are characterized as “ugly companics” soe

their industries as no different from any other. Ie refers to a BAT (British American

Tobacco) excéuilve who said: Yoo just get on with it.” Tobacco company managers

* Patrick Reynolds, director of Cinzens for a SmokeFree America, interview hy
Andrew M. Casper, Telephone interview, Maple Shade, NI, November 22, 1994,

1 Thid.
1 Thid
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soon learn to cope with the social situation in which some fervent anti-smoker demands,
"How can you? "1

Gregson wrote that the tobacco company managers focus on their “state-of-the-art
production technologies and equelly sophisticated distribution and merketing operation ~
ot on the Intringic nature of the product.™

Cregson sumarized by saying, “The tobacco companies have seemed reconciled

1o making the best of a poor job, to accepting their ugly status and milking the cash cow

for all they are worth unril it dries np, if ir ever does,”™

Iniernal Documents
In 2 Journal of the American Medical Association (TAMA) article, “The Brown
and Withamgon Documents: Where do we go from here?” the editors discussed the Brown
end Williamson Tobacee Company’s interpal documents, disclosed from an unknown
source.
They reported that the documents revealed the following:
L] “that research conducted by tabacco companies mio the deleterious health effects
of tobacco was often more advanced and sophisticated than studies by the medical
commuriry’;

u “that executives at Brown and Williamson knew early on that tobacco use was

1 Jonathen Gregson, “The Good, the Bzd, and the Ugly,” Management Today,
September 1994, 38,

¥ Ibid., 39.
¥ Tbid., 42.



17

harmful and that nicotine was addictive and debated whether to make the research
puhlic™;

o “that the industy decided to conceal the marh from rhe public™;

= “that the industry hid their research from the cours by sending the dara throngh
their legal departments, their lawyers asserring that the results were immunz 1o
disclosure in litigation because they were the priviteged product of the lawyer-
client relationship.”'?
The JAMA editors siressed that “these documents show bow the industry has

managed o spread confuslon by suppressing, manipolaiing, and distorting the scientific

record. s

Promotions and Advertising
Targeting Audiences
In the American Lung Associarion’s bookler, Should Tobacco Advernsing and
Promotions Be Banned?, they respond the tobacco company sponsarship of promotional
activities by emphastzing that “Sponsorship conveys an inage of corporate "sood
citizenship’ and generosity, and connecrs wohacco producrts, which are toxic and addicrive,
with exciting and healthy sports events and other popular activities. Unfortunately,

members of under-funded culiural organizations eagerly seek funds from tobacco

** Editorial, “The Brown and Willigmson Doguments; Where do we go from
here?” Jowrnal of the American Medical Assaciation 274, no. 3 (July 19, 1994): 256.

' Ibid.
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cormpanies 4nd become deperdent on them, ™!’

Patrick Reynolds, direetor of Citizens for a SmokeFree America, points out that,
“Fobacco ads, which associate smoldng with health, vitality, sports, youth, and friendship,
are: i fact the greatest lic ever perpetrated on rhe American public,™™®

In Mark Miller's Newsweek article, “A New Tobacco Alliance: The gmoking
industry looks 1o Blacks for support,” Newsweek, he reported that the tobacco industry
chose a differemt merhod of battling anti-smoking advocates. They diverted amention from
statisrical reports showing 390,000 smoldng telated desrhs I 19835 apd focused on
smoking resmicrigng discriminating against minorities and violating civil Bberties. ™

Courtland Malloy, n the Washington Post story, “Selling of Black Higiory,”
identifies the advertising used by the wbacco industry during the Black HMistory Month
celebration. The advertisement i3 presenied in the following manner: “Black Ihistory
Month i2 upon us, and RT Reynolds once again salutes and supporis Afrdcan-Americans in
their guest for a brighrar fytpre.™

Malloy wrote, “Targeting of Black consumers by cigarette and liguor
manufacturers has become 'Scud-like’ in irs cradiry, with products that are the leading

killers of people being associzted with grear men such ag the Rev, Martin Luther King, Ir.

-

" Armerican Lung Association booklet: Shawld Tobageo Advertising and
Promanion Be Banned? (New York: American Lung Association, [921), 6.

* Reynolds, interview by Andrew M. Casper.

¥ Marl Miller, “A New Tobacco Alliance: The smoking industry Inoks to Blacks
for support,” Newsweak, Febmary 13, 1989, 20.

' Thid
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Booker T. Washington, Malcolm X, and Frederick Touglas. "

Steven Cohen, in The Women's Sports and Fitness article, “Smokescreen: Virginia
Slimg 13 becoming the butt of public opinion for its connaction 1 women's tonnis,”
examined critics who ¢laim that cigarette companies have managed 10 maneuver around
the 1971 ban on TV adverriging, Cohen cites Dr. Alan Blum, founder of Docrors Ought 0
Care, by offering this opinion: “Sports advertising and sports promotion are an effort 1o
create a social acceptance for cigarettes, particularly with kids. %

Farther, Coben quotes Dr. Blum, saying, “In 1991, 20 years after the ban on
television advertising, you have jobacco companies juxtaposing ads with the arhleres. He
gaid, we've given the industry a chance o gay, "hey, we're nol a cigarette company; we're
& lennis tournament.”™

Samuel Broder, MDY, in a Journal of the American Medical Association (JAMA}
editorial, “Clpgarettc Advertising and Corporate Responsibility,” stated his beliel that the
new generation of cartoon advertisements promoting Camel and Kool cigarerres would

only serve to recruit millions of adolescents ro the smoking ranks. The December 11, 1591

1sane of JAMA supported Broder’s position, reporting three independent studies linking

M Courtland Malloy, “Selling of Black History,” The Washington Posi, January
291961, C3.

£ Steven Cohen, “Smakescreen: Virginia Slims is becoming the burt of public
opinion for its connection o women's tennis,” Women's Sports and Fitness, May Tune
1991, 58.

Z Thid, 59.
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the cartoon advertisement with the use of Camel cigarertes.”

Eroder explained, “It is clear that the indusiry is infent on continuing their youth-
oriented marketing eampalgns, while simultancously attacking the validity of any sty
that purports to show a relationghip between marketing practice and product use.”

letfrey W, McRenna, MS, and Kymber N. Williarng, MA, T Public Health
Keporrs article, “Crafting Effective Tobacco Counteradverrisements,” evaluated focas
group findings among teenagers. The study reported the effectiveness of ning different
concepts and messages about smoking on the basis of three measures: concepts thar stang
oul, concepts that they lideed and congepts that they believed ™

McKerma and Williams determined from the smudy thar ne gingle concept was a
clear favorite among the focus groups. However, the statements, “Clgarettes are a drug™
and “Smoking makeg everytting more difficult” were rated most effective overall and
viewed as nonjudgmenral and true. The concept, “Companies that make, sell, and
advertise cigarettes are exploiring you,” was rated highly by the tegnagers becanse they
felt “it is trae and makes you think.”%

John R. Engen in the World Trade article, "Coughing Fits,” reported thar cigaremne

sales declined sharply at home while Philip Maorrig, RJ Reynolds, and other tobacco

* Samuel Broder, MD, “Cigarctie Advertising and Corporate Responsibility,”
Journal of the American Medical Asseciation 268, no. 6, (August 12, 1992): 782.

* Tbid., 783.

* Jeffrey W. McKenna, MS, and Kymber N. Wiliams, MA, “Creating Effective
‘Fobacco Counteradveriisements: Lessons From a Failed Campaipn Divected at
Veenagers,” Public Health Reports, 1993, 108, supp. 1 (1993); §7,

' Ibid.
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eompanses were myvesting heavily in plants end sophigricated promotions to expand their
sales in the Far East,™

Engen continges, “American tobacco companies give away lighrers, T-shirts, and
bags emblazoned with brand logos in Taipei discos. They sponsar rock concerts in Hong
Koitg and sporting events in the Philippines. These and other promotions appear aimed

squarely a1 reeng,”™

Contering Opposition
iscl n

Stuatt Elliot wrote in The New York Times article, “Cligarers Companics Avoid
Aggressive Publicity Efforts,” that Philip Morris, RT Reynolds, and the American robacco
comparizs were “lessening high-profile, expensive publicity and public relations programs,
once key clements of introducing brands or advertising campaigns for extensive brands,™°

Eltiot refers to Maura Payne, direcror of exremal communications for B
Reynolds, comnenting, “The anti-smoking forces have so supercharged the eovironment,
we find there’s no positive beneth from us secking publiciey. ™

Elliot’s article mentioned Emanuel Goldman, spokesperson for Prine Webber, Inc.

# John R. Engen, “Canghing Fits, Why is Washinglon Subsidizing Tohaceo
Exports 1o Asia at the Same Time 1t's Cracking Down on Smokdng at Home?” Werld
Trade, November 1994, 50.

* Ibid

* Stuart Elliot, “Cigarette Companies Avoid Aggressive Poblicity Edorts,” The
New York Tmeés, June 3, 1991, C(N) and D(L).

¥ Ihid.
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who suggesred, “Tabacco companics that benefit from ‘pre-launch’ publiciry will
conversely be gubjected to public attacks by their apponents.”™

C. Kevin Swighar and Stephen D. Recse, in “The Smoking and Health Tssue in
Newspapers,” Journallsm Quarterly, wrote that the Tobacco Institite has proposed 1o
foster “publi¢ understanding of the smoking and health controversy.” They reported thag
the Tobacco Institure wenr s¢ far a3 10 wrike hostile letters to newspapers that failed to
contact them for a rebuttal an smoking gtorles. ™

Swisher and Reese discussed the appoinmment of Dr, David Burns, a leading
authority on passive smoke and 2 voeal critic of clgareties, Im a spocial 16-member panel
of the Environmenral Protecrion Agency (EPA) investigating 38,000 lung cancer deaths
resolting from involuntary cigarene smoke, Then-EPA administrator, William Reilly at the
line, received protest letters from rhe Tobaceo Institute in August 1990 concerning
Burns® mvolvement and asking that he be removed from the panel. Burns was later
remaved followlng action from Virgina Congressman Thomas Bliley whose districr is the
largest private employer for Philip Morris Tobacco.”™

Swisher and Reese pointed ow thar Burng poblicized hig removal fiom the panel,
resulting in his reappoiniment to the agency and casting the Tobacco Instizure in & reactive

role. Swisher and Reese explained, “The Institute had to defend themselves against

* Ihid.

* . Kevin Swisher and Stephen D. Reese, “The Smoking and Healrh Izsuz in
Newspapers: Influence of Regional Economies, the Tobacco Tnsrmire and News
Objectivity,” Journalism Quarterly 69, 4 (Winter 1992): 991,

¥ Thid., 901992,
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accusations of wndue influcoce,” and they maintained that “the coverage of rhe story
created mare controversy for the indugtry and left it susceptible to further scrutiny. ™

Bob Herbert, in The New York Times article, “Avoiding the Obvious oo Tobacco,”
repored that “You Gannot get a yes or no answer from the robaceo industry on whether
smoking has cansed even one case of cancer. No proof, the spokespeaple say. Bui, then
they hedge. Because the evidence is tremendous, and because the total number of dead
and dying i3 50 enormous and cspecially because the liability potentie! is so grear, rhe
tabzcca indnsrry now officially acknowledpes that smokers ars risking thefr lves every
time they light up.”*

lerbert offersd ramarks from Thomas Lawia, a spokesperson for the Tobacce
Institute, saying, “Studies bave provided evidence that link cigaretts smoking as a risk
factor for emphysema, heart diseage, and long ¢ancer, among other health problems.™

Michael Janofsky, in The New York Times articls, “Tobacco Industry Trics A New
Piich: Opersess,” discussed the disclosure of tobacco®s ingrediznts. He referred 1o
comments by Matthew Myers, a Washington lawyer representing a coalition of health
groups, “The tobacco industry only does whar i has 10 do. They have been forced 1o take
a number of stepd that they would not have taken months aga. The anly reagson rhey

identified rhe gectet lngredients is that they realized the cost of not disclosing them was

% Thid., 992,

* Bob Herbert, “Avoiding the Obvious on Tobaccn,” The New York Times,
March 6, 1094, sec, 4, E15(N) and E15(L), col. 2.

¥ Thid.
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more gignificant than the benefits of secrecy.”®

Tanofsky explained that the tobacco industry’s response began after Febroary 25,
1994, when Food and Drug Administration Commissioner David A. Kessler anmounced
“having evidence that cigerene makers could manipulate the levels of nicotine as a way to

keep smokers addicted,

Health, Safety and the Bnvironment

Elfott Marshall, in the Science article, “Tobacco Science Wars,” focused an two
outspoken scientists, James Repace of the Environmenral Protection Agency (EPA) and
Staton A. Glantz of the University of California ar San Francisco, who accusaed the
tobacco industry of grossly misnsing scientific date. Repace and Glantz ave quoted as
saying, “The propaganda war has grown ugly, and in order to feed it, the industry has used
the work of consultants to denigrate sound research and confuse the public.™?

Marshall referred to informarion put forth by Glantz, in which he quotes from
Brown and Williemson Tobacco documents subpoenaed by the Federal Trade Commission
in 1969. The documents established a public relations strategy covered by the industory and
expressed the following: “Doubt is our produet since it is the best means of competing
with the ‘body of fact” that exists in the mind of the general public. It is also the means of

establishing a controversy, If we are successfil at establishing a controversy at the public

* Michael Tanofsky, “Tobacco Industry Tries A New Pitch: Openness,” The New
York Times, April 20, 1994, D17 ard D19(L).

# Thid.
“ Eliot Marshall, “Tobacco Stience Wars,” Science 236, April 1987, 230.
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level, then there s an opporiuniry 1o put across the real facts about smoking and health. ™!

An example of the tobacco industry’s creating doubt about ather people’s
research, according 1o Criantz, was 10 run scientific meetings in which established
researchers and tobaced industry consuliants were invited as spealers. Glantz indicared
that at a seminar held at Georgerown Unlversity, concerning the science of environmental
grwoke, pharmacologist and tobacco mdusmy conglanr, Sarell Schwartz, orsanized the
svent with the help of tobacco companies, but failed to inform the other participanis of t
spomsors and funders. Glantz pointed to critics who viewed the event as a means to
“undermine” the upeoming scientific reperts. As one person expressed ar the event, ©1 was
worried abour seging oy name n a BT Reynolds ad, printed under a summary writien by
an industry consulrant,™*

Myron Levin, the The Naiion article, “Tobacco Smokescreen, Fighting Five with
PR.” wrote that the tobacco industry was derermined 1o prevent regulations of their
products and iniiated a sophisticated campaign to defuse the issue. Levin repored that the
industry quicthy began distriburing grants and contracts to fire deparrments and fire safity
organizations, hopmg o buy the favor of those whose credibility on the subject wonld be

unguestioned. ™
According to Levin, the wobacco indusiry was able to organize twenty state and

natiopat fre-prevention groups to defear a rough bill deating with cipareite fres. Instead,

M Tbid ., 251.
" Thid.

= Myron FLevin, “Tobacco Smokescreen, Fighting Tire with PR, The Nazion, July
10, 1989, 52,
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the fire-prevention groups endorsed weak legislaiion supported by the industry. Levin
points out that the tobacco industry was so successful “rhat some fire groups had no idea
thar the migleadingly named ‘Fire Safe Cigarette Implementarion Act’ was i facr drafied
by the robacco indugiry in order (o deny passage of legislation.™

In the Business and Soclety Review article, “Tlow the Building Doctor Inhales
Tobacco Money,” Myron Levin described how Gray Robertson, an indoor air quatiry
sxpert, was reemited on bealt of the tobacco industry to fight against smoldng hang.
Levin pointed out that Robertgon received millions of dollars from the industry in the form
ol consulring fees, travel expenaes, and public relations support that helped his small frm
achieve a global presence in the field.

Levin said, “Robertson’s veneer of independence, 1ogerther with g view that poor
ventitation, ot mdividuzl contaminants like tobacca smoke, was rhe main cange of ndoor
poltation mads im 4 valuable ally against the tide of anti smolking legislatipn. ™™

In the Conswmer Reports articls , “Secondhand Smoke: It is a azarg?”, the
editors reviewed the tobacco industry’s response to scientific studies of “secondhand
smole”™ of passive smoke. They maintained that they are using “scienrific uncerteinty and a

lot of public relations to suggest there is still a serious debate about the haalth hazards of

# Ihid., 93,

* Myran Levin, “How the Building Doctar Inhales Tobacco Money,” Business
and Saciery Review (Fall 1993): 44,

¢ Thid.
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breathing smake from other people’s ciparetics.™
In addstion, the editors of Constmer Reports emphasize, “The mdustry’s public-
reiations firms are creating bogus ‘grassroots’ organizaions ag foats for lobbving against

=8

stanking restrictions.

1t trle

The director of Cirlzens for a SmokeFree America, Patrick Reynolds, described 5
Phitip Morris Tebacco company political and advertising campaign known as the “Biff of
Rights Tour.” Its purposs, according 1o Reynolds, was, “io invite thousands of school
children to come to visit the Bill of Righta in the nation’s capital, 4nd be able to
nneonsciously” associate this major constiturional documenr with the Philip Morris logo
alonggide of i, representing truth, justice, and freedom.”?

Reynolds also said, “This campaign is an attempt to distract out attention from
how badly the tobacao indusery iz abusing thelr right 1o freedom of speech through
advertising. ™

#ben Shapira, In The Wall Street Journal article, “Philip Morris May Be Crearing
An Office of Counterintelligence,” wrote that the company set up a toll-free number and

urged smokers to call their elected officials to oppose Presidant Clinron™s initative to raise

¥ Editors, “Secondhand Smoke: It is a Hazard?” Consumer Reporrs, 10, Janpary
1995, 27.

“ Thid., 28.
¥ Reynolds, interview with Andrew M. Casper.
* Ihid.
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cigarette taxes as part of his health care proposal. However, according 1o Shapiro, the
crllg delivered to the White House were not a sponteneons putery of opposition. Philip
Morris conragred maoy of its milkions of smokers stored in its databases for this particular
issue and connecred them directly (o Washington.™

John Stauber, in the PR Warch Newsierier article, “Smokers” Hacks: The Tobacco
Lobby’s PR Froat Groups,” comments, “That one way the cigareite Industrv intends to
keep winning is by escalating to unprecedented levels irg use of public relations front
groups, such as the National Smokers Alliznce (NSA), operated by the Burson-Marsteiier
public relations firm and funded through the Philip Morris Company.”™*

Stauber points out that “Burson-Marsteller’s propagandists have coined a clever
play on words guestioning rthe partiotism of 'anti-Americans’, and the NSA’s newsletter
adviscs, If 'anti-America’ is pushing a discrintinaiory ban into vour workplace, speak up,
and chock the laws in your state with regard 10 1he protection of ndividual rights.”™

Stauber siresses, “The tobacco indusmy’s goal is not ro win good PR, but to aveid
losing politica] and legal battles.™

Eben Shapira wrote in The Wall Sireer Jowrnal article, “Campaign to Weaken

3moking Laws Stirs Fumes in California,™ thar a campaign called “Proposition 188"

1 Eben Shaprio, “Philip Morris May Be Crearing An Office of
Counrerintelligence,” The Wall Street Journal, Tanuary 25, 1933, BI(E).

% John Stavber, “Smokers” Hacks: The Tobacco Lobby’s PR, Fromt Groups,” PR
Waich Newsletter 1, ro. 4 (3rd Quarter 1994): 2.

% Thid., 4.
* Tbid.
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underwritten by Philip Morris tobaceo, was designed 1o weaken smoking regulations and
< defcat proposed tobacco laws in the state, Shapiro quoied Robin Hobart, associate
director of Americans for Nonsmokers® Rights: “If the tobaceo industry feels they can shut
us down here, they will puz the rest of the nation back ren years.””

Hobart remarks in the article that, “Proposition 188” wounld repeal more than 200
stricter laws and replace them with a single statewide measure; however, the supporters
ar¢ portraying the measure as though it contained tough restrictions.”®

Patrick Reyrolds responded to “Froposition 1887 in an interview by saying, “Their
public relations tactics were to avoid public relations, . . . don't be available for media

interviews, so the media wonld be less lkely to schedule radio debates,”™

Public Relztions and Industry Credibility
T i ibilirw
In Morton J. Simon’s book, Public Relarions Law, he recommended, “clarification
of the company’s erhdeal theeshold in public relations as one of the major responsibilitiss of
top management . . . . If this is left unspecified, management is failing to come to grips

with the basic question of the company’s role in society,™®

* Eben Shapiro, “Campaign to Weaken Smoking Laws Stirs Fumes in California,
The Wall Streer Journal, Ocrober 24, 1994, B12(E). col. 4.

* Thid.
% Reynolds, interview by Andrew M. Casper.

% Morton J. Simon, Public Relations Law (New York: Appleton-Century-Crofis,
1969), 673,
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Simon specifies the Code of Professional Standards for the practice of public

relations as adopted by the Puhlic Relarions Sociery of America (FRSA) and includes the

following clanses:

i.

2

5.

A member shall conduct his professional life in accord with the public welfare.
A member hag the affirmative duty of adhering to generally accepted
srandtards of accuracy, truth, and good taste.

A member hag the affirmative duty of adhering to generally accepted
standards of accnracy, truth and good taste.

A member shall nor engage in any practice which tends to corrupt the integrity
of channels of public communicarion.

A member shall not intentionally disseminate false or misleading mformation
and is obligated to use ordinary care to avpid digseminarion of false or
uisleading information.

A member shall, s soon as possible, sever his relations with any organization
when he or she kmows or should know that his continued employment would

require him to conduct himself contrary to the principles of this Code.™

Dennis Weiser, in the Jowrna! of Business Ethics article, “Two Concepts of

Communication as Criteriz for Collective Regponsibility,” says, “We need to take 2 hard

look not just as the internal decision structure of corporations bur at the relationship of

particular decisions to corporate identity. Tf scandal and disaster seem to demand figll

acCounting in the form of inguiry or investigation, then it is ar least plausible 1o think rhar

® Thid,, §78-679,
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such events might be largely avoided by requiring an appropriate level of disclosure as n
standard thal we continuously observe, "

Michael Winkelman, in rhe Public Relations fournal article, “Soul Searching,”
discusses the ethics crisis for public relarions professionals. Winkelman cites W, Michael
Hoffman, direetor of the Center for Business Tthics at Bentley College, who focuses on
ethics in two ways: “In tetmg of the ethics of the prefession itself and in terms of how
maintaining ethical pracrices reflects on the reputations of the erganizations for which
public relations professionals wark, ™

Hpffman suggests, “Erhics remaing sood for business, and to a large extent the

tacke involved, the challenges and regponsibilities for communicating codes to employees

and cthical practices to publics rasrs with public relations practiioners.™

liz R
I. Richard Finlay, in the Business Quarterly article, “De-Coding the Corporate
Credibility,” believes that “T'oo much of the thrust of corporate public relations has been
o mollify and deflect eriticism rather than amelorating legirimare facrors of pubiic
discontent.™ He eonrinnes by saying, “Too much public relations has been in the form of

one-sided speeches and press releases rather than adequate analysis of public concert and

% Dennis Weiser, “Two Concepts of Communication ag Criterin for Collective
Respongibility,” Journal of Business Ethics, 7 (October 1988), 730.

' Michael Winkelman, “Soul Searching,” Pubiic Relations Jouregi, Qciober
1987, 32,

% Thid.
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opinions.”™*

Hal T, Steward, I the Public Relations Quarterly article, “Is Public Relations the
Art of Deception for Fun and Profit?” suggests, “Public Relations can develop public
acceprance for 4 good product or canse, but it can’t help a bad one, ™

Steward cites Allen Sommers, a public relations connsel of Matvern, PA, said,
“While it is our job to present 2 client in the best Hght to the press and the public, rhe real
PR professional presests the facts and the truth at all events. ™

Sommers also points out, “Anything that hnrts the corporation can readily be
blamed on one or two individnals, who can be punished by dismissal. But, acts by which
the corporation Itself does harm are seldom blamed on anyone in particular. The PR
proiessional has to become the maverick who pumps a conscience into the system ™

In the publication, Power-Packed PR: Ideas Thar Work, Don Gallagher, formerly
research director for communication briefings, explains, “Public Retatons doesn't create
an image. It relates an image that already exists. The true image will come out. And when
it does, the created image fades zlong wirh the credibility of the image creators.”

Also, in Power-Packed PR, the New Jersey School Boards Associarion offers a

* . Richard Finlzy, “De-coding the Corporare Credibility Dilemma,” Business
Quarzeriy, 44, no. 2 (Summer 1979): 48.

* Hal D. Steward, “Is Public Relations the Art of Deception for Fun and Prafit.”
Public Relations Quarterty, Spring 1987, 10.

* Thid.
% Ibid, 11.

" Anthony I. Fulginiti, ed., Power- Packed-PR: Ideas That Work, communication
brigfings, (Blackwood, NT: Communication Publications and Resaurces, 1988), 5.
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suggestion for what's good public relations by explaining, “Public Relations is ot a way
to cover ap g POOI program or to convince the public that such o program is good. Neither
15 it the rdvantagsous use of half truths. Public Relations must be factual, maridul and
complete; it must face problems with Integrity, admit weaknesses when confronted with
ihem and explain what is being done 10 ovarcome them, ™

Scott M. Cutlip, Allen H. Center, and Glen M, Broom in Effective Public
Relaiions, bad this to say regarding pnblic relations practioners: “Events planned o
promoie a cause in the public interest do have a legitimate place in pubkc relations.™

Cirtlip, Center, and Broom summarize by saying, “To qualify as a profession,
practitioners— both individually and collectively - must operate as moral agents in

socicty.”™

58 Thid,

% Scott M. Curlip, Allen H, Center and Glen M. Broom, Effective Pablic
Relations, 7th ed. (Englewood Cliffs, NIt Prentice-Hall, 1994), 134,

* Thid.



34
CHAPTER 111

PROCEDURES

Database searches were conducted to determine available information on the
tobacco industry and its relationship with public relations practice. Also, searches incloded
subject marter concerning the tobacco industry’s advertising and markering rechnigues,
historical backpround and issnes pertaining to the industry’s impact on public health and
safery.

The firgt computer search was undertaken at the Northeast Regional Public Library
in Philadelphia, PA. The library’s Infotrac system was operated, using the general
periodica! index and business index.

Same 60 titles were listed from the headings, “Tobacca™ and sub-headings, “Pablic
Relations,” on the InfoTrac’s printout. However, through library catalogue and other in-
house searches, only 19 periodicals, journals, and newspapers were availsble from the
microfilm and microfiche machines, the ProQuest compurer daza system (compiled on-line
A specitic st of jowmal articles), as well as current publicazions on digplay  the ibrary's
Teading room were relevant to the thesis topic.

The 19 articles researched pertained to issues affecting public relations practice in
the tobacco industry and public response o the industry’s activities. These sowrces were
timely representing the mud 1980s through 1995.

The second search was conducted through Savitz Library at Rowan College in
Glassboro, NJ. College librarian Cynthia Mullen assisted by conducting a dissertation

shgtract search; it provided no relevant information.
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This was followed by a Scisearch database, listing additional sub-headings under

“Public Relations,” including “Advertising and Marketing,” “Corporate Responsibility,™
“Cigarettes,” and “Tobacco Industry.”

A computerized print-out listed 48 titles yielding five journal citations relevant to
the thests subject. These articles covered the years 1979 through 1990 inchusive.

In addition, twa relevant books were included among the Hbrary sources
mentioned. A 1969 publication titled, Public Relations Law was listed in the Savitz
Library card catalogue at Rowan College of NJ, but was available through an inter-brary
loan from the Gloucester County College Library in Sewell, NJ. The second publication,
Effective Public Relations, was a 1994 text available from the author’s personal Iirary,

Orher sources were obtained through telephone inquiries, including fact sheets,
newsierters, and brochure information from not-for-profit and public interest orgamizations
such as Public Relations Watch and the American Lung Association. The American Lung
Association provided a bookdet on tobacco advertising and promotions and a copy of a
Federal Trade Commission report on tobacce advertising and labeling.

Also, a publication was received from the editors of communicarion briefings,
Power-Packed PR Ideas That Work, designed to improve the performance of public
relations practitioners through commurnication and social responsibility.

Library and telephone inquiry research yietded thirry articles, Each article was
reviewed and summarized with specific references included in Chapter 11
Review of all the literature and not-for-profit information allowed the author to

determine how the media, the general public, and public interest groups gauge the tobacco
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ingdugtry”s publkic relations practice through its advertising, marlering, and lobbying efforts.

In copsultation with praduate adviser, Dr. Ronald Bagin, and after 5 review of
availabie research, a public opinion survey was developed o determine how
undergraduare srudents pevceive and define the practice of public relations.

The author adminigrered the confidental survey on the campus to 100
underpraduate students ar Rowan Ciollege of New Jerscy, sclocting four different classes,
excluding public relations or communications. Those classes were Modern Art,
Intreduction to Macro Economics, American Government, and Sociology-Methods and
Statistics.

‘Yhe survey was comprised of nine questions involving demographic information
(age, sex, smoker vs nongmoker, and vndergraduate year), open and clase ended
questions, and a semanric differemizl ratng scale.

The results of the survey wers compiled, conelated, and presented in
Chapter IV,

Finally, assistance from graduate adviser, Dr. Donald Bagin, and the
cominicdtion brigfings organization led to a scheduled telephone tmerview wirh rhe
director of the not-for-profir organization, Citizens for a SmokeFree America. The
organization’s director, Patrick Reynolds, provided a relephone intgrview,

Reynolds presenied his perspectives on public relations and how it has been used
by the robacco indusiry to deceive and deflect public opinion. The results of this mterview

were presented in Chaprer 11



Overall, data resnlrs ware analyzed, conclusions were drawn, and

recommendations were presented in Chaprer V,

57
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CHAPTER IV

SURVEY RESULTS

The researcher distribuied the confidential survey to 100 undergraduate students at
Rowan College of New Jersey during the week of October 16, 1994, These stedents
represenied the sample population required by the thesis adviser.

Four different classes were selected for the survey. No classes focused on public
1elations or communications, Pubkc relations and comnmnication classes were excluded o
avoid biased results from the survey analysis. The following classes were used: Modern
Axt, Inooduction to Macro Economics, American Government, and Sociology-Methods
and Staristics,

Professors Wasserman, Hitchner, Caswell, and T::innenbaum permitted 15 10 20
minutes of class time for administering and filling out the surveys.

The survey was comprised of ning questions involving demographic information
(age, gex, smoker vs. nonsmoker, and undergraduate year), open sad close-ended

questions, and a semantic differentizl rating scale.

Listed below are the survey findings.
Mzjor Findings
Question #1

What is your major field of study at Rowan College?
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School of Liberal School of School of Business  Schoo! of Fine and
Arts & Sciences Education Administration Performing Arts
%% To % %
54 19 19 b4
Question #2

What is your current year i the underpraduate program?

Senior Junior Saphomaore Freshman
% % % %
36 36 20 8
{Juestion #3

How familiar are you with public relations practice, whether in organizations, companies,
or educational institutions?

Somewhat Famiiar Familiar Unfamiliar Very Famliar
G % %o %
30 32 26 *
Question #3 Part [

H you answered Somewhat Familiar, Familiar, or Very Familiar, briefly explain where you
have heard public relations used and whar it means.

More than 71 percent of the respondents answerad thar they were familiar with
public reletions when referred to in the news media or through their membership
affiliations with varions organizations.

The respondents described pubiic relations as a means of disseminating information
to external publics. They referred to the public information model (one-way

comnishication) used by businesses and government agencies.
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Question #3 Part 1Y

I you answered nnfamitar, briefly explain what it means.

A majoriry of these respondents described public relations as the public information model
of a pne-way cormmunication.

Question #4

When public relarions i3 referred 1o In the media {television, radio, or print} as it relates o
government, private industry, or organizations, how do you think it has generally been

described as being:

*Indicates less than 5%

Somewhai Honest Dishonest Honest Very Honest
% % %o %
09 15 15 *
Question #5

H you were public relations director for the food and beverage industry, respond to the
following categories based on the degree of impostance from a public relations view.

*Indicates less than 3%

Veay Somewhal Less Not
Impotiimt Tmportang Toporiant Importamd  Important
T G % % Y%

Quality of products 75 21 * # 0
sold to customers
How customers feel 63 31 * 0 0
about the company
Emplovee morale 38 37 15 10 0
Overall company/ 31 47 16 6 0
MANISEMENt THErests
Crisis management 29 47 18 5 0

and prevention
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Question #6

How do you pereeive the practice of public relations in the tobacco industry?

#Indicates less than 5%

Somewhat 7
Unfavorably Favorably Don't Know Favorably Very Favorably
o % ! % %
52 24 12 10 ¥

Expilanation of Responses to (Question #6

The majority of respondents perceived public relatons practice in the tobacco
industry as deceptive 1o consumers becanse the industry refused to disclose the harmtil
ingredients in the product. Also, respondents Lelicved that the tobacco industry’s strategy

of lelevision and billboard advertising 13 deceptive because of cartoon figures vsed to

ftwract tecoagers.

Respordents” Perception of Public Relations Practice in the Tobacco Industry
Smokers vs. Nonsmokers

Unfavarable ~ ~
f : IT]
Somevhatl Favorable —f - A e K Tag than S0
T 1
Don% Know — LES
* e ¥ “Favarahls" Simokars Lew they 58
Favarable ~| ©4

' el * “Very Favorable” Smokers und I onsmokers less
Very Favorable — 54 than 3%

| I I |
0 10 20 20 40 50

Nonsmokers Smaokers




Question #7

Are you a smoker?

Na
T

79

Yes
Ya

21

I you answered Yes, cxplain what attracted you to smoking.

42

A majoriry of respondents believed it was a combination of advertising and peer pressure.

(estion #8

What is vour age?
Age 19-21
25419
2224

18 or vounger

To
26
23

Smokers by Ape
Smokers vs, Nonsmokers

40—

25 —
20—

/
b
?

115

MNenzmckers
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Question #9

What is vour scx?

Female Male
e G
50 50
Smolicers by Gender
Smokers vs. Nonsmokers
100 —
B
80 1 / i
B0 — /
40 / —
!
Ny
;
0 ] : T

Female Male

Monsmokers

Conclusions and recommendations based upon the results listed above are included in the

next chapter.



CHAPTER V

CONCLUSIONS AND RECOMMENDATIONS

The author’s study examined public and media perceptions and arimdes of
tobacco companies and advertising relevant to public relations practice. This was
accomplished throngh a treranre search consisting of 108 publications and an opinien
survey of 100 undergraduate students.

The literature search by means of compnter indexing, telephone inguiries, and
general library assistance resulied In 30 published articles and one telephone interview.

Cne hundred undergradvate students were surveyed on their opinions of public
relations practice and issues relevant to the tobacco indusiry. The survey was comprised
of nine questions focusing on demographic information, open and close-ended questions,
and a semantic differential rating scale. This survey was conducted during a one-week

period at Rowan College of New Jersey.

Concluginng
The anthor’s research, as confirmed by journalists, editorial writers, public heaith
organizations and advoeates, and a student opinion survey, fllustrated a blatant disregard
for cthical public relations practice and advertisiné by the tobacgo industry.
Consequently, the tobacco industry’s media, public affairs, and advertising
campaigns represented they very antithesis of standards for professional and public

relations conduct adopted by the Public Relarions Socisty of America (PRSA).
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The industry’s denizal of tobaceo’s heslrh risks, failure 10 cooperaie with medical
and ecicniific authorities, and resistance to self-remtlarion exacerbated public, private, and
governmental scruriny.

As descrihed by the author’s research, 1obaceo companies spent most of their time
excreising damage contral, reacting 1o or defiecting eritical charpes from opponents, and
avaiding direct guestions Tom the news media, rather than accepring responsibiliry for
thelr A¢tions.

Thersfore, the 1obaceo ndustry's public relations activities had precipitated
government health warning Iabels on cigarerte packages, restrictions on advertising, and
smoke-free environments for business, indusmy, and ravel service, Further, the Food and
Dirug Administrarion (FIDA) Is currently considering a ban on cigarettes as an addictive
drug.

Richard W. Pollay’s article, “Propaganda, Puffing and rhe Pubhic Interest,”
demonstrated the deceptive public relations practices initinted by robacco indugery officials
in rhe early 19505 when confronted with scientific studies and health wamings asagciated
with cigarette smolking.

The industy sought public respeciabilicy for smoking and attempted to creats 2
buffer between itsell and its adversaries, Tobacca companies legirimized their cauge by
exploiting and financially supporting scicntists, educarors, public officials, and
organizations who would negare anri-gmoking claims, without disclosing specific data on
cigarctics and public ll'lealth coneerns Tegarding the product.

Philip Morris, BT Reynolds, and other companies purgued their effors theough the
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cxpertise of the Tobacco Tnstmme. The Tobacco Institule, as mentioned in the Bterature,
disguised its legislative agenda. For instance, hills such as “Proposition 188" amd “The Fire
Safery Implementation Act”™ superficially appeared in the public’s best interast, bur agtually
limited or diminished such inreresrs.

It was also noted in the literature that the Tobacco Institurs arrempred ro unseat an
Environmenral Protection Agency official named Dr. David Burns, who was considered
threatening to the robaceo industry. However, the attempt backfired when Bumns managed
to have his position reinstared with rhe beaefit of publicity, while the industry was
perceived as creating undue influence.

Anorher deceprive practice by tobacco companies involved the hiring of
professional congaltanty who would undermine sound scientific research by creating public
doubt and confugion.

Other tobacco company srrategies included targeting various demographic sroups
for marketing cigarctics such as African- Americans, women, and reenagers. Companies
approached African-Americans and women thuough sponsorships and funding of cultural
and athietic events. Teenagers were lured by expaosure 1o billboard, magazine, and
superimarket cartoon advertising displays.

The Journal of the American Medical Association's article on the Brown and
Williamson tobaceo documents revealed & concerted effort by the company to conceal its
rescarch from the general public. The research mnﬁnneq whar mast seientific stadies had
been gaying &boul tobacco’s harmful ingredients and the addicrive narure of nicorine.

According 1o the rescarcher’s study, a majority of the 100 students surveyed,
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{714%) had some fariliarity with public relations practice.

Most respondents sarveyed, (69%) perceived the news media™s assessment of
pubkc relations in government, private indusry or organizations a3 “Somewhat Honest.™

However, when specitying public relations practice in the tobacco indusmy, more
than half of the respondents, (52%) rared public relations as “Unfavorable.” Students
described the industry as deceptive because tobacco companies concenled the harmdil
ingredients In cigarette from consumers.

Also, the survey found thal a majority of smokers, (53%) as well as nonsmoicers,
(634%) agreed that public relations practice in the tobacce industry is *“Iinfavorable.™

A majority of respondents, (809%) who ientified themselves as smokers believed
that thelr allraction o cigarette was attributed to tobacco advertising and peer pregsurs,

{r wag inferestng to note that a majority of students contradicted the “hottom lina™
philosophy held by company managers concerning sales and profits. When respondernts
were asked to hypothetically rate the most important categories as public relations director
for the food and beverage industry, a clear majoriry, (75%) identifiad the quatity of
produets sold to congumers and (65%) how consumers feel about the company as “Very
Important.”

Finally, the literature supports four main proposirions reparding the misuse of
public relations. First, ethica® public relations practice in the tobacco indusmy reflecs on
rhe repuiation of the organization and the public relations practiticner.

Second, robacco ¢company CEOs and public relations practitioners fafled to be

factual, honest, and open to facing prohlems and denied wenltnegses when being able (0
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resolve problems.

‘third, the ability of public reladons practice to develop public acceptance for a

good product or cause has been damaged by association with tobacco.

Fourth, public relations practitipners in the tobaceo industry have failed Lo promote

f s0¢ial conscience in the industry, which has affected the legitimacy of public relations.

RBecommendations

Lizsted below are seven recommendations for pogitive pubiic relations practice in

the 1obacco mdusiry and proper conduct by practitioners in the field:

£}

2)

3)

1

Pablic relatlons practitioners develop meaningfu! dialogue with management
staff to influence the decision-making process and to promote openness
throughout the tohacco indusrry.

Public relatons practitioners counsel management staff and the CEQs
concerning the accessibility to news media officials on a regular basis (weekly,
momthly, or quarterly) and commupicate positive changes for the industry.
Public relations practitioners collaborate with managers on remaving ail
domestic and forelgn advertising that could he construed as appealing 1o
teenagers.

Public relations practitioners be prepared 1o convincs managers 1o teet with
federal, state, and local govermument, and health officials to discuss alternatives
uses for robaceo producis if any; au example, medicinal use.

Public relations practitioners recommend to company managers and CEQs,
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through legal and financial consultation, opportunities to avoid or lessen
costly legal litigarion by consumers and government entities. Therefore, a
feasibility study be conducted to determine possible forms of compensation to
congurners legitimately harmed by tobacco products.

6) Public relations practitioners provide management with a crisis plan in the
event that further restrictions on tobacco use and declining sales cause
cmployee layoffs. The plan would establish appartunities for job referrals and
worker reiraining. Also, the plan would advise CEQs on strategies for
industry growth in alternative products or services.

7} I'most of the previous recommendations are ingffective, then the practitioner
must consider severing relations with the company, recognizing one’s conflict
of interest with the professional standards of conduct established by the Public
Relations Society of America (FRSA).

tnmendat r

Two areas for further study might inchwde the following:

1) A study that concerns techniques public relarions pracririoners conid use 1o
gauge their company’s future successes or fufhures and for planning alternative
strategies. Practitioners must be informed of the latest technological trends in
medicine, science, and agriculture and how they affect the company’s
products or services. Consequently, a product that is considered safe and
dependable to consnmers today might be deirimental or obsolete tomorraw.

2) Another study concerns measuring and improving the effectiveness of public
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telations practitioners and their working relationship with company managers
and CEOs. For example, how influential are pracririoners with managers, and
how can they play a vital role in the decision-making process? Are
practitioners able to appeal to managers beyond the “bottom Fne” philosophy
of sales and profits? These questions could be addressed by a cultural stady
and comparison of American and foreign industries to determine what is

mutually beneficial for practitioners and managers.
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